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Agenda for Today

• 9:00 to 9:30 – Introductions

• 9:30 to Noon – Trends Impacting District Revitalization and the New 
Main Street Approach

• Noon to 1:30 – Lunch on Your Own

• 1:30 to 4:00 – Case Study Approach and Exercises.  Will also work in 
time for general Q&A



Follow-Up to Workshop: New Publications to 
Use as Resources

• The Main Street Approach:  A 
Comprehensive Guide to 
Community Transformations

• Community Engagement for Main 
Street Transformation

• Market Analysis for Community 
Transformation:  A Practitioner’s 
Guide

• Measuring Impact for Main Street 
Transformation: A Practitioner’s 
Guide



Revitalization is Big Business



ULI –
Emerging 
Trends 
Study –
2018

* The prospects 
for mixed-use 
redevelopment



Growth of Online Retailing



Large Bricks & Mortar Suffering – Apparel Tipping 
Point



The Changing Nature of 
Bricks and Mortar

VS

VS



Experiential Retailing - Nordstrom

• Female shoppers can try on clothes 
together in the roomy “girlfriend” 
dressing rooms while others can 
wait in “The Apartment,” a lounge 
outside complete with a comfy 
couch and flat-screen television. 
Bringing children along for the day? 
This location provides a playhouse 
with crayons, coloring books, and a 
32-inch touch-screen with 
interactive games. In addition, this 
store offers an Ebar for espressos, 
plus charging stations, a sit-down 
restaurant



“Creative/Experiential” Retail



Mojo Bikes and Brewery



Hello Records - Record Store and Coffee



Covington, KY – Permanent Pop-Up 



Alberta, Portland & Harrisonburg, VA – Pop 
Up Apparel Trucks



The Return of Manufacturing to Downtowns

In research by Jon Stover and Associates (Washington DC), of more than 900 Main Street 
districts in comparison to their city-wide data from 2015-17, Main Street districts 
experienced a 5.1% higher growth rate in manufacturing, 4% greater manufacturing 
sales growth rate, and a 7% higher growth rate in manufacturing jobs.



Small Scale Production – Business Examples

• Breweries

• Food Production
• Popcorn

• Bakery

• Apparel

• Furniture

• Sporting Goods

• Jewelry/Watches

• Artisans



Non traditional Anchors Role in 
Revitalization

Marquette University Partners with 
Avenues West District

“At the end of the day, we really landed on the 
downtown site because it’s something that 
could really leverage the revitalization of 
downtown Utica,” he said. (Scott Perra, 
President and CEO)

Other Examples:

▪ Libraries

▪ Farmer’s Markets

▪ Art and Cultural Centers

Downtown Utica, NY – Mohawk 
Valley Medical Center



Declines in Entrepreneurship



Independent Business Owners – More 
Entrepreneurial “Opportunities”

• According to Pew 
Foundation, nearly 10,000 
baby boomers retire each 
day…each day through 
2019.

• 78 percent of small 
business owners have told 
their advisers they plan to 
sell their businesses to 
fund their retirement, 
but only 30 percent have 
written a specific 
plan. (NFIB)

• Only 33% of family owned 
businesses successfully 
transfer to 2nd generation.  
10% to 3rd generation and 3% 
to 4th generation.



Non Traditional Developers -
Social Ventures



Demographic Shifts Impacting Housing

• Aging in Place – AARP and 
Walkability 
Institute
• One in 3 Americans in now 

over the age of 50, and by 
2030, one in 5 will be over 
the age of 65

• They have disposal incomes
• Are incredibly active
• Want to age in place
• Be near convenience and 

amenities (Educational 
Institutions, Hospitals, 
Restaurants, Recreational 
Facilities, etc)

Check out AARP’s Age Friendly Community 
Initiative….75 Cities are already apart of this 
move.



Downtown Apartment Housing 
Meets Tiny House Movement:
Growth of Workforce Housing

Upper Floor Housing Project – Ottumwa, 
Iowa Main Street
Average Square Footage – 550 sq.ft

• Lower Starting Salaries
•The “Share” Economy Spill Over
•Experiential Living
•Bad Memories of the Mortgage Crisis



Overall Housing Shifts



Trail-Oriented Development 
Through Connectivity



Growing Impact of Long-Term, Low 
Unemployment Rates
• Growing pressure on wage rates

• Growing pressure on employee 
movements (job hopping)

• Most impacted in restaurant 
service and retail markets

• Tourist areas dependent upon 
seasonal workers

• Unknown but critical concern –
impacts of immigration policy



New Funding Mechanisms for Redevelopment

Others:
• Local Real Estate 

“Pools”
• Community 

Foundations



In today’s Economic Development world, place matters 
more than ever and largest ROI’s are by growing from 

within….



Recruit People Not Businesses…

• McDonalds

• Northwestern Mutual

• General Electric

• Weyerhaeuser

• Pearson Education

• BASF

• Con Agra

• Merck



Architecture & Place Matters in Redevelopment

• Cushman Wakefield Study of 
500 Companies:
• Many respondents mention 

their hunt for an open-office 
feel — converted warehouses 
and lofts impress potential 
workers. In addition, they 
take advantage of a surplus of 
underutilized buildings that 
convey local heritage.

• They looked for locations that 
were “live/work/play” 
neighborhoods, located near 
bars, restaurants and cafes. 

• 20% of next generation of 
Courtyard Marriott hotels 
will be adaptive reuse 
projects.

• Urban Land Institute Study 
– Renovated Office space 
overtakes Class A in rental 
rates/sq.ft.



Additional Focus on Factors of Social Equity In Revitalization

• Methods for deeper and broader community engagement

• Policy and Programs that enhance community control and 
ownership around issues such as:
• Displacement of Existing Businesses
• Economic Opportunity in Vacant Storefronts
• Affordable Housing
• Job Creation
• Vision Inclusion



Other Emerging Drivers Questions…

• Autonomous Cars – Should we 
really be building more parking 
lots?

• Smart Cities

• Climate

• Co-living Space – The return to 
dorm living? (Check out 
Chattanooga’s Tomorrow 
Building)



BREAK



the refreshed
MAIN STREET

APPROACH at a glance



Why a Refreshed Approach?

•Main Street has been a successful model for commercial district 
revitalization for 35 years, but the community development field has 
changed dramatically.

•Purpose of Refresh is to obtain clear picture of what the most common 
challenges are, how different audiences use and perceive the Main Street 
Approach, and make the Approach more user-friendly, strategic, flexible, 
and outcome-driven.

•Research shows:

•The Four Point Approach encourages users to be overly focused on 
process, sometimes at the expense of a clear sense of outcomes or 
impact.

• Main Street programs tend to focus too much time and effort on 
the components of the Approach where they feel most comfortable –
most often Design and Promotion



The Four-Point Refresh – Key Enhancements

1. More organizational flexibility
2.  Greater emphasis on the STRATEGY (not MS “point”)



DESIGN ORG ECONOMIC

VITALITY

PROMO

Examples:
Facade improvements
Street banners
Plantings

Examples:
Newsletter
Volunteer mgmt.
Annual fundraiser

Examples:
Business recruitment
Business assistance
Market analysis

Examples:
Spring festival
Shop local campaign
First Fridays

Main Street – Current…



the [new] 
MAIN STREET APPROACH

THREE TIGHTLY-INTEGRATED COMPONENTS:
1. COMMUNITY VISIONING AND MARKET 

UNDERSTANDING
2. TRANSFORMATION STRATEGIES 

• IMPLEMENTED THROUGH THE FOUR POINT 
FRAMEWORK

3. IMPACT AND MEASUREMENT



THE MAIN STREET APPROACH – 3 Components
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THE MAIN STREET APPROACH

Key Benefits:

▪ Increased focus on economic impact
▪ Broader community engagement
▪ Tangible, quantifiable outcomes
▪ Greater organizational flexibility
▪ Relevance for more communities and 

organizations 



SOME EXAMPLES….



DESIGN

ORG

ECONOMIC

VITALITY

PROMO

Tran
sfo

rm
atio

n
 Strategy: A

rts

Mural project

Artist advisory 
committee

Spring Arts Walk

Live/work studios



DESIGN

ORG

ECONOMIC

VITALITY

PROMO

Tran
sfo

rm
atio

n
 Strategy: A

gin
g-in

-P
lace

Install benches

Elders advisory 
committee

Home delivery

Accessibility grants 
to businesses



More In-Depth Example…



Catalyst Strategy:

CONVENIENCE GOODS + SERVICES

Focuses on developing a cluster of retail and 
service-sector businesses that fulfill day-to-day 
needs of nearby residents – the things people 
tend to buy close to home or work.











Who are the customers?

• People who work in the downtown
• People who live in or near the downtown



What are the benefits?

• A “full-service downtown”

• Workers and residents can buy day-to-day 
needs close to where they work or live

• Minimizes parking demands



What are the trade-offs?

• Competitive sector
• Not differentiated
• Small trade area



Potential products/services

Auto repair
Banks and credit unions
Barbers and hair salons
Bars
Convenience store
Daycare
Dollar stores 
Dry cleaners
Fast food and “fast casual” 
Gas stations
Hair care

Hardware
Laundromats
Office supplies stores
Pharmacies
Phone stores
Pizza
Printing and shipping
Sit-down restaurants
Supermarket/grocery store
Tailors
Take-out restaurants



“Catalyst” Strategies…Other Examples

• Ready to use
• Can apply to different kinds of places
• Refine over time
• A place to start



DOWNTOWN WORKERS



FAMILY-FRIENDLY, FAMILY-SERVING



ARTS



FURNITURE + HOME FURNISHINGS



TOURISM



COLLEGE TOWN



MILITARY INSTALLATION



MILLENNIALS



APPAREL



GREEN ECONOMY



ELDER-FRIENDLY



DINING, ENTERTAINMENT + NIGHTLIFE



PROFESSIONAL SERVICES



AGRICULTURAL ECONOMY



SPORTS, RECREATION + OUTDOORS



HEALTH + WELLNESS



ETHNIC SPECIALTIES



MANUFACTURING



Examples of Customized Strategy

• (Little Haiti, Miami) Haitian Arts, 
Entertainment and Culinary 
District

• (Saline, MI) Technology 
Entrepreneurship Hub

• (Moline, IL) Highlighting legacy of 
a famous person or company –
John Deere



How Do We Develop Transformation 
Strategies?



THE MAIN STREET APPROACH – 3 Components
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First Input:  Community/Regional Assets

• Buildings

• Natural Resources

• Tourist Attractions

• Recreation Venues

• Geographic Proximity

• Large Corporate Presence

• Cultural

• Others?



First Input:  Downtown/District Assets

• What to Look for:
• Key Traffic Generators?

• Any identifiable clusters/like type or complementary business mixes?

• Transit Hubs?

• Who’s on the street shopping?  Does it change through the day?

• Key Infill or Redevelopment Opportunties?



Second Input:   Community Engagement 
and Vision 

Key Questions to ask:

• District’s Biggest challenges

• District’s Biggest opportunities

• What’s working particularly well in 
District?

• What’s not working well in District?

• District would be better if….

• “Three words” that describe your 
district.

• Can conduct through:
• Survey Monkey Tool

• Focus Groups

• Town Hall Meetings

• Chalk Board or “Sticky Dot” Events



Third Input – Market Understanding: Not Just 
Data
• Observation

• Current downtown business mix  (observe during tour but also in advance –
business directory)

• Dialogue with key stakeholders

• Current regional assets

• Data (ESRI – There is also Nielsen)

• Pre-Visit Survey (Primary Data)

• Other Studies, Previous Market Analysis, etc.



Market Data Reports – ESRI (Reference Your Handout)

• Demographics (2018 and 2023)

• Psychographics

• Spending Potential Index

• Sales Gap Analysis

• Trade Area Map

• NOTE – Reports are for each of the trade area segments



Trade Area Delineation

• Methods
• Drive Times (typically 5 min, 10 min and 20 min)

• Walk Times (for urban neighborhoods)

• Miles (.5 miles, 1.0 mile and 5 miles)

• Zip Code Analysis (Requires survey of businesses but is most effective)

NOTE:  For heavily tourist areas, keep in mind data won’t pick up demographic 
and psychographic characteristics of those visitors.

NOTE:  Trade areas can be influenced by proximity to larger markets and natural 
barriers such as mountains, bridge crossings, state political lines.



Demographics – What Types of Things Are We 
Looking For
• Age Breakdowns Beyond the Norms (skewing younger, older, etc –

These patterns can indicate potential buying habits)

• Income Breakdowns

• Educational Attainment

• Race and Ethnicity

• Trend Lines

• Others You May Look at – Commute Times



Psychographics – What Types of Things Are 
We Looking For
• Segments Over 25%

• What do they have higher tendencies to purchase?

• What do they support?

• How they get their information?



Spending Potential Index – What Types of 
Things are we Looking For?
• Average for US is set at 100 – DON’T Compare to that….look at their 

average which is influenced by cost of living factors.

• So if its 80…then look at variations on spending potential that skew 
higher or lower off of 80.



Sales Gap Analysis – What Types of Things are 
we Looking For?



Sales Gap Analysis – What Types of Things Are 
we Looking For?
• General Rules of Thumb –

• Recapture Rates are NOT 100% - general rule for downtowns is anywhere 
between 10% and 20% (depending upon location of community…i.e. is it the 
regional draw)

• Very difficult to recapture things like apparel, electronics, furniture (not 
décor) and appliances.

• Restaurants for downtowns should be running large surplus..if not it’s 
probably an opportunity.  And even a small surplus, there is probably more 
growth.

• However that is only with competitive clusters.  So for example, a surplus in 
florists, does not probably lend itself to more floral stores, but perhaps for 
complementary expansions (plants, home accessory items, gifts)

• You’re using your gut!



How Do You Know How Much of A Store You 
Can Support?
• Restaurant Example from Orinda:
Current Category Leakage:  $55,024,061

Anticipated 10% Recapture:  $5,502,406

Average High Performance Restaurant Sales/Sq.Ft. = $350 (Source: Baker Tilly)

Potential Supportable New Restaurants in Sq.Ft. = 15,721 sq.ft.

• Book Store Example from Owatonna (5 min)

National Average is $334/sq.ft. 
Potential Supportable Sq.ft would be – 1,372 sq.ft. (at 100% recapture)
BUT, in expanding out to 10 min and 20 min there is another $2.1 million of 
potential sales or 6,252 sq.ft.



Market Analysis: Philosophy Impacts 
Approach
• More Art than Science

• Puzzle Pieces

• Data confirms…it doesn’t lead

• Market analysis is as much qualitative as it is quantitative

• What you see in the downtown/district reflects market forces already in 
action…void largely direct influence and strategy

• Look for reoccurring themes

• Label each piece of information to help with this – as a TS and/or 4 Point Driver

• Attempt to view Transformation Strategies as market overlays…they should 
complement each other to build density of markets 

• Be aware of national trends.  While markets are primarily local, you can draw 
inference from national consumer habits and business movements

• Test by using your gut instinct…does it pass the smell test?



Key Differences for Urban Districts in the 
Refresh – In General
• Most likely need to think more about nodal clusters

• Trade area definition more difficult with proximity of other districts; 
transit, walkability

• Level of control by outside investors/developers

• Levels of Community Engagement, especially with traditionally 
underrepresented groups

• Finding balance in hot markets

• Others????



HANDOUT – Transformation Strategy “Cheat 
Sheet” – USE AS WE ANALYZE THE CASE STUDY





Case Study – Owatonna, MN

• Background
• Hour south of Minneapolis; 45 min west of Rochester (Mayo Clinic)

• County seat

• 25,000 population.

• Acts as a Regional Trade Center…tipping point however going north to the 
Twin Cities at 20 min drive time mark approx.

• No shortage of suburban retail competition however



Community Assets
• Straight River
• Downtown Employment Market: 

City/County Center; Josten’s and Federated 
Insurance 2,000+ 

• Cabela’s
• Proximity to Twin Cities and Rochester
• Owatonna Wildlife Work Area
• Buxton Trail/Muckle Trail
• History of Manufacturing, Invention, 

Innovation
• New Downtown Housing Projects (mix)
• Bus Trips for Louis Sullivan design
• Brewery coming to downtown



Group Exercise

• Using your “cheat sheet” highlight potential transformation strategies 
and/or key 4 point activities based on those central themes.



Community Assets
• Straight River (Residents and Health/Recreation)

• Downtown Employment Market: City/County 
Center; Josten’s and Federated Insurance 2,000+ 
(Residents and Workers)

• Cabela’s (Health & Recreation)

• Proximity to Twin Cities and Rochester (Day 
Trippers/Food-Dining)

• Owatonna Wildlife Work Area (Health & 
Recreation)

• Buxton Trail/Muckle Trail (Health & Recreation)

• History of Manufacturing, Invention, Innovation 
(Small Scale Production)

• New Downtown Housing Projects (mix) (Residents)

• Bus Trips for Louis Sullivan design (Day 
Trippers/Food-Dining)

• Brewery coming to downtown (Food/Dining)



Community Vision and Engagement Inputs

438 Community Surveys Collected!!!



What 3 Words Come to Mind?





What businesses do you most commonly 
visit?



Other:
• Community Center
• Men’s Clothing
• Gift Shops



What would you like to see in downtown?



Group Exercise

• Develop 5 key take-away points from the survey that provide insight 
into potential transformation strategies

• Using your “cheat sheet” highlight potential transformation strategies 
and/or key 4 point activities based on those central themes.



Summary of Survey

• Community understands the historic and architecture significance.  
Senses that it is tired & boring

• Vacancies and Store Variety are lacking

• Restaurants are primary driver; albeit Ace Hardware was tops

• More food, fine-dining; pub/restaurants are most desirable

• Saturday evenings could be logical for longer store hours.

• About 25% of respondents would live in the downtown and/or are 
unsure.



Summary of Survey

• Community understands the historic and architecture significance.  Senses 
that it is tired & boring (Design – Placemaking critical)

• Vacancies and Store Variety are lacking (Entrepreneurship – EV)

• Restaurants are primary driver (Food/Dining); albeit Ace Hardware was 
tops (Convenience)

• More food, fine-dining; pub/restaurants are most desirable (Food/Dining)

• Saturday evenings could be logical for longer store hours. (EV, Promotions)

• About 25% of respondents would live in the downtown and/or are unsure. 
(Residents/Workers)



Market Data Inputs

• Key Components for Review
• Existing Business Mix 

• Community Assets and Anchors

• Trade Area Analysis

• Sales Leakage

• Psychographics

• Demographics



Trade Area 
Delineation
Drive Times:  5, 
10, and 20 min 



Some demographic characteristics – (See Attached Report)

• Population size

• Population trends

• Number of households

• Household trends (e.g., smaller or larger)

• Median HH income and benchmarks

• Median age and benchmarks

• Median age trends

• Households with children at home

• Homeownership rates

• Educational attainment

• Race and ethnicity and trends

• Psychographic segmentation (“Community Tapestry”)



Demographics 
Notes 





Psychographic Profiles











• Business inventory

• Number of businesses

• Business clusters
– Retail (by category)

– Restaurant

– Lodging

– Professional

– Manufacturing

• Number of downtown workers

Downtown business characteristics (See attached Report)



Sales void analysis – (See attached report)

• Total buying power

• Total sales capture

• Buying power by retail category

• Sales capture by retail category

• Sales leakage by retail category

• Major competitors





Sales Gap 
Review –
5 min



Sales Gap – 5 min Trade Area



From Your 2015 Retail Trade Analysis – U of MN 



Group Exercise

• Develop 5 key take-away points from the market data that provide 
insight into potential transformation strategies

• Using your “cheat sheet” highlight potential transformation strategies 
and/or key 4 point activities based on those central themes.



Market Summary

• Downtown has an undiscovered group of small scale producers: 
chocolate/candy, rug, bakery, hats, brewery, Josten’s

• Massive growth in leisure and recreation spending
• Small surplus on restaurants, but more growth potential based on national 

trends 
• Downtown housing unit growth could help to recapture leakage in 

specialty food areas.
• Psychographics suggest consumer markets with brand and local shopping 

loyalties, price point sensitivity, family-oriented, and outdoor recreation 
focused.

• Strong surpluses (5 min)combined with large leakage (20min) in gifts, office 
supplies, etc demonstrates convenience presence in downtown.



Market Summary

• Downtown has an undiscovered group of small scale producers: chocolate/candy, 
rug, bakery, hats, brewery, Josten’s (Small-Scale Production)

• Massive growth in leisure and recreation spending (Recreation)

• Small surplus on restaurants, but more growth potential based on national trends 
(Food/Dining)

• Downtown housing unit growth could help to recapture leakage in specialty food 
areas. (Residents)

• Psychographics suggest consumer markets with brand and local shopping 
loyalties, price point sensitivity, family-oriented, and outdoor recreation focused. 
(Convenience; Recreation)

• Strong surpluses (5 min)combined with large leakage (20min) in gifts, office 
supplies, etc demonstrates convenience presence in downtown. 
(Convenience/Residents)



Bringing it All Together – Group Exercise

• Using Your “Cheat Sheet”- Discuss Potential Transformation Strategies 
– Provide One Primary and One Stretch



PROMOTION

DESIGN
ECONOMIC 

VITALITY

ORGANIZATION

Community 
Vision for 

Downtown

Market 
Understanding

Transformation
Strategies

1. Dining and Entertainment

2. Workers and Residents

3. Health and Recreation 
(Stretch)

4. Small Scale Production 
(Stretch)

Recommended Transformation Strategies for Consideration



Questions/Comments?
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Starting a new market Builds on existing cluster

Small potential market Large potential market

Many competitors

Needs new buildings
or infrastructure

Few competitors

Uses existing buildings
or infrastructure

H
ar

d
er

Easier
Which strategies are a good fit?



How to Align on a Strategy

• Test the Market with Community 
Stakeholders
• City Officials

• Residents

• Downtown/District Constituents

• Volunteers

• Present the Findings from 
Market Data and Initial Survey 
Work

• Test the Waters via Vote
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Transformation Strategies

Work plans

Keys:
• This is not throw everything away and start from scratch
• This is about transition…think of it as clearing up clutter (some things you keep, 

some things you hand down to others, and some things you discard)



Thinking of it like “Closet Cleaning”
- What are you doing now that is a good match?
- What can you stop doing?
- What new should you start relative to your transformation strategies?
- What can you “give away?”

ECONOMIC
VITALITY

PROMOTION & 
MARKETING

DESIGN ORGANIZATION

Current Activities:

Potential Activities:
1.
2.
3.

Current Activities:

Potential Activities:
1.
2.
3.

Current Activities:

Potential Activities:
1.
2.
3.

Current Activities:

Potential Activities:
1.
2.
3.

Proposed Transformation Strategy: ____________________________________________







Measuring Progress

• Consider both Qualitative and Quantative

• Don’t forget the basics (vacancy rates, tax base, new businesses/jobs)

• Gear toward the Transformation Strategy(s)

• Create a baseline so you know where you have been

• Report out!

• Leverage for Advocacy and Resources



Developing Metrics for Transformation 
Strategies Eg. – Arts/Entertainment District
• (Qualitative)Conduct on-street surveys when you implement this strategy 

to establish a baseline of opinions/perceptions – then, conduct surveys one 
year, three years, and five years later, asking the same questions. Are more 
people patronizing the district for its entertainment-related businesses? 
Are their impressions and perceptions of the district improving? 
• Your surveys should include questions in four specific categories:
• Attitudes and perceptions about the district
• Current shopping habits
• Additional products and services shoppers would like to be able to buy within the 

district
• Demographic characteristics of those participating in the survey, including home zip 

code

• (Quantitative) Increase in number of attendees at an arts related event



Any Wrap-Up Questions…Thanks!

Matthew Wagner, Ph.D.

Vice President for Revitalization Programs

National Main Street Center

312-610-5617

mwagner@savingplaces.org


